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Communicating with Videos & Podcasts
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Come get some books!

Say that again?!
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This is a great time to be in communications! We’re way past the original tool:
shouting. It served us pretty well for a really long time, but the stuff we have now is
way more powerful.
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A single person sitting alone in a dank cave can send messages or start memes that
reach the whole world.

You know the tools. They’re everywhere! They’re so cool, it’s easy to forget that
they’re not ends in themselves.
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The only reason to use a communications tool is because you think it will help your
library meet its goals.

Communications 101

1. Choose the trendiest social media platform
2. Use it immediately no matter how poorly it fits your
audience and message

This idea is basically Communications 101. Let’s work through it, step by step.
I’m either the youngest person in Generation X or the oldest Millennial, so of course I
think the trendiest platform is Snapchat.

This is what it might look like if we got the word out about our library board meeting
with Snapchat.
We’re sharing the meeting agenda, showing our playful side while we work through
issues, and we’re really excited about how the budget’s looking.

We went for it. Yes! But we didn’t keep our goal in mind. I’ve definitely made this
mistake before. Let’s look at those steps again.

Communications 101
1. Identify your goal
2. Define the audience(s) that can help you reach that goal
3. Choose the communications platform that will reach that
audience
4. Craft your message to fit the platform
5. “Hit send!”

Now that that’s out of the way, let’s talk a little bit about one of these awesome
communications channels: YouTube. Can anybody guess the most played video in
the history of YouTube?

Who’s watching
7 in 10 people watch YouTube
6 in 7 people 18-26
30 million every day
1.9 billion every month
62 percent male
Fastest-growing are 35+ and 55+
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How they’re watching
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How they’re watching

●
●
●
●

20 percent will wait 10 seconds before moving on
1 in 3 millennials binge-watch
Average viewing session is 40 minutes
85 percent of Facebook users watch videos with
the sound off
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Why do they watch?

● When video and text are both available, 72 percent of
consumers prefer video to learn about a product or service
● People retain 80 percent of what they see but only 20 percent of
what they read
● Honda’s car manuals are now available via video

Source: Wikimedia

What’s the result?
●
●
●
●
●

10x more shares than non-video content
135% greater organic reach on Facebook
45x more likely to be on the first page of Google results
Web pages with video are 53% more likely to be on the first page
Emails with video get drastically higher click-through rates
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Based on all this it seems like video is often going to be a great tool to choose.
Unfortunately, I can’t tell you how to make a video. But Sarah Anderson can.

Video: Do’s and don’ts
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We don’t have enough time to walk through the whole process of recording and
editing a video, but I’ll share some tips to get you started and advice for pitfalls to
avoid. The kinds of videos I’m talking about are not your on-the-fly, let’s capture this
fantastic thing happening right now videos. I’m talking about promotional or concept
explaining videos. Not all your great content will make a great video. There have been
some things we’ve tried that haven’t worked: Conference recaps and videos with no
target audience or promotion plan

Identify your goal
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What do you people to take away from your video? Your goal could simply be for
viewers to have the information you are providing. Maybe you are introducing viewers
to new program. Your goal could be a call to action. You could be asking viewers to
use your service, subscribe to your social media, or visit your library.

Define your audience
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Who is the video for? Is it for your patrons, K-12 students, librarians, general public?
Your audience will influence how you plan your video.

Identify stakeholders
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You can identify your stakeholders by asking: Who is invested in your video project?
Who should be helping you make decisions? Director? People outside your
organization? These are the people who are going to help you decide which path to
take, keep you on track, and give you approval. Make plans to integrate your
stakeholders into your project. Determine what stages you are going to check in with
them.

Make a plan
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Before you even take out your video camera or phone, you’ll want to have a plan.
Based on your deadline, what needs to happen when to keep your video on track?
What do you have time for? What don’t you have time for? Are there interviews to
schedule? Is there a specific event you need to record?
Post-production, the work you do after everything been recorded, can be very time
consuming. Make sure to allot plenty of time for that work.

Think about your target video length
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How long do you need to make your point? How long will your audience stay engaged
with your message?
Shorter is better. Viewers will be dropping off the longer your video gets.

Make your storyboard
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Storyboards allow you to think through and organize your ideas. Your storyboard is a
plan for everything that will be going on visually in your video. It will indicate where
you’ll show logos and icons, where you’ll have interview recordings and whether it’s
going to be an interview with one person or 5. It’s also important because it gives you
a way to share your vision with others.

Storyboard example

Write your script

Photo: Sergi Kabrera

Write what you want your video to say.
Voice-overs, text on screen, what you expect to hear from your interview content.
Keep it short and to the point, eliminate all extra words.
Keep your tone conversational and use language that your audience relates to. If your
audience is other librarians, you can feel free to use jargon. But stay away from that if
your audience is a more general population.

Visual

Status

Audio

Status

Logo

Done

Intro music

done

Screen text
“What is Resource Sharing?”

done

Voice-over
“You are here because you are
wondering, what is Resource Sharing?”

recorded

Interview Director

Scheduled
4/5/2019

Interview
“Minitex Resource Sharing is a unique
service that connects libraries in the
region”

4/5/2019

Graphics of library icons on map
of MN

Design
underway

Music

Here is an example of a simple script. Column of visuals (taken from the storyboard)
along with a column of the audio, that includes interview and voice over content.

Sarah’s Lessons Learned: Script Writing Edition
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Sarah’s Lessons Learned: Script Writing Edition
A) Schedule a meeting to discuss expectations for video
scripts and work together to cut content.
B) Go rogue yourself. You cut and hack at the script until it
is neat and tidy. But wait. New problem! Your
colleagues aren’t excited about the project anymore :(
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Create a shot list
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I’m not going to go into details on any part of recording video, but shot lists are an
important piece of your planning. You want to think about what interviews you need
record and where and how you want to shoot them. What do you need for fill-in video
or “b-roll”? Get ideas for all that before you start rolling.
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Here is a shot list. B-roll can be used along with voice-over narration, to patch up cuts
in interviews, it helps with flexibility and is really important.
When thinking of your interviews, you want to plan what they will look like. Where you
can make a set? Where will you find a quiet space? Where will you have or be able to
make good lighting? Add all those details to your shot list.

Prioritize audio quality
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For most viewers, audio quality is even more important than video
Viewers will forgive bad visuals, but they will not stick around to watch if they can’t
understand what you are saying.

Sarah’s Lessons Learned: Audio Edition
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When you start shooting powerful interview content feeling assured that your
microphone is capturing everything, but it’s not, you:

Sarah’s Lessons Learned: Audio Edition
A) Immediately notice and fix the problem because your
camera operator is wearing headphones.
B) Are horrified to find out in post-production where you
end up needing to scrap the project.
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As a camera operator, it’s important to wear headphones. You want to hear what the
camera hears and doesn’t hear. If you are interviewing a subject, you're going to be
paying attention to the interviewee. You will tune out the slamming doors, the hallway
laughter, the HVAC fan, the airplanes, but the camera’s microphone won’t.

Get creative in post production
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Post production, my favorite part of the video creation process, is where you tie all
your content together. There are tons of decisions to make as you piece together and
frame your content. It’s an opportunity to be creative and have fun.

Achieving
Sarah’s
Lessons
consensus.
Learned:
Is it Creative
possible?Critiques
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When you’ve spent a lot of time and creative energy working on an awesome video
that is negatively received by your stakeholders, you:

Achieving
Sarah’s
Lessons
consensus.
Learned:
Is it Creative
possible?Critiques

A) Start thinking of a fresh way to approach the content.
B) Feel kinda hurt. Think about crawling under your desk
to take a nap. Avoid the project for the rest of the day.
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Being creative means putting yourself out there.
Not everyone is going to love your ideas or what you make.
It’s easy to take it personally, but don’t!

Use a style guide
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Style guides will help keep you on track to create a cohesive on-brand video. They
also will save you time by cutting down the number of small decisions you have to
make and they will provide you an opportunity for stakeholder approval.

Style Guide

Colors, fonts, icons, logo.

Sarah’s Lessons Learned: Style Edition
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When on Monday you feel like using Times New Roman font in red and on Friday you
feel like using Comic Sans font in a different shade of red, you:

Sarah’s Lessons Learned: Style Edition
A) Remember your style guide and change all your text to
match.
B) Don’t have a style guide, so you continue to make a
confusing and kind of ugly video.
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I’ve got a few ugly duckling videos out there. When you tie together your video’s
visual style and your organization’s branding, your video will come across as more
professional and viewers won’t get distracted by stuff that takes away from your
message.

Think about accessibility
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In post production, you want to think about accessibility. Your goal is to get your
whole message to everyone experiencing your video. This means making sure there
is enough contrast in your colors, that you use closed captioning, and you think about
adding audio descriptions for important video only content. Keep all this in mind as
you gear up to distribute your video.

Submit your final draft
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Submit your final draft for stakeholder approval. This is a time that usually feels pretty
good, it feels like a finish line. But let me tell you, you are probably not there yet. If
you are lucky, you’ll get thoughtful feedback to incorporate back in to your project.
Theoretically you should have run everything by your stakeholders several times now
so there shouldn’t be surprises.

Sarah’s Lessons Learned: Surprise Stakeholders Edition
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You’ve got your video approved and posted, you’ve started distribution, then you
learn an important stakeholder you didn’t know about requires edits, you:

Sarah’s Lessons Learned: Surprise Stakeholders Edition
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When it comes to stakeholder input, you really don’t have leeway. You need to
represent them well and ensure they are happy.
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So I’ve talked a lot about planning, about do’s and don'ts. But really the key here is
doing. Getting out there and trying. Record an interview and see how it turns out.
Maybe you’ll end up with some really crappy audio, maybe you’ll get your feelings
hurt, maybe it’ll be the next video sensation. Either way, you’ll come out with a list of
your own lessons learned.

Zach Miller
zmiller@umn.edu

z.umn.edu/mtxvideo
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Sarah Anderson
sanderson@umn.edu

Here is a link to our Minitex video procedure & best practices where you can also find
links to our equipment list and other resources.

THE POWER OF
PODCASTING: CONNECT
WITH YOUR COMMUNITY!
Mary Wilkins-Jordan, Executive Director
Angie Gentile-Jordan, Information Technologist
Central Minnesota Libraries Exchange (CMLE)
Contact us: cmle.org or admin@cmle.org

CMLE Podcasts:

• Linking our Libraries (leadership and library skills)
• Reading with Libraries (Reader’s Advisory)
•

Book Bites (included in feeds for both podcasts, quick 5 min book reviews)

• Any podcasters in the audience?
• What podcasts are you enjoying?

Why podcast?
• Tailor content directly to your audience
• Share experiences of individuals and groups in the community with others

(can be professional, scholarly, personal)
• Easily accessible and increasingly popular
• Information is flexible to user needs
• Relatively easy
• Good PR

Make it useful!
• NO “bibliographic instruction” – speak a language they understand

• Connect to your audience

What are their needs and interests?
Gather info on those things
• Include interesting, knowledgeable guests
• Share with EVERYONE, EVERYWHERE
•
•

SOME PODCAST
BASICS
THINGS TO CONSIDER

Part 1: A few things every podcast
needs:
• A lot of time and patience
• Mission statement

Part 2: A few things every podcast
needs:
• Memorable or catchy name

• Informative, engaging content
• Appropriate length

Part 3: A few things every podcast
needs:
• Proper equipment
• Self-motivation!

STRATEGIES TO KEEP
YOUR PODCAST GOING
SOME IDEAS THAT WORKED FOR US

Scheduling
•

Factors to consider:
Scheduling yourself
Guests
• Seasons
•
•

• Chunking

Writing
Recording
• Editing
•
•

• Make a release schedule way in advance
•

Timeshift your perspective when recording – remember when the episode will air

You need a team!
• You will be floored at how much you do not know!
•

Ask a lot of questions, read tons of articles, find YouTube tutorials

• Find other podcasters
• Get ideas about content and structure
• Pay attention to their sound quality

• Work with other people!

We each have a job – and it would be really hard to do everything alone!
• Assign tasks to minimize overlap
•

Guests
• They provide content, insights, ideas
• Encourage guests to bring notes!

• Scheduling takes a lot of work
• May need to persuade people

Appeal to people’s interests to encourage them
Reassure them, because people are nervous
• Make your recording environment welcoming
•
•

•

Want to podcast with us?

Be willing to record offsite
• A great way to encourage

participation is to record at other
locations

Keep Promoting!
• Keep talking about it. All. The. Time.
• Be consistent in your work!
•

Post daily, weekly – people will forget you

• Link to episodes in other contexts (blogs, articles, etc.)
• Advertising? Consider it, but it’s unlikely to be meaningful

LET’S WRAP IT UP….

Join the world of podcasting!
• Outreach is crucial in all libraries
•

Podcasts can be a wonderful way to connect with your community

• The basics of podcasting can be learned
•

Contact us for some info: admin@cmle.org

• Use our strategies to help you podcast long term
• Be ready to promote and be open to learning
• Keep pushing forward to make your podcast a success!

Questions and Answers!
Angie Gentile-Jordan, Information Technologist
Mary Wilkins-Jordan, Executive Director

Central Minnesota Libraries Exchange (CMLE)
cmle.org
Contact us with any questions!

admin@cmle.org

